The use of celebrities as endorser for companies is becoming a popular way for endorsement. This study aims to identify any differences on the impact of celebrity's credibility on attitudes towards endorsement (AAD), brand (AB) and purchase intention (PI) in single and multiple celebrity endorsement formats. Questionnaires were administered on a sample of 79 respondents. The data were analyzed using proportion test and Structural Equation Modeling analysis. The results suggest there were no significant differences in consumer perceptions and attitudes in single and multiple celebrity endorsements. Credible celebrities were proven to have direct effects on positive attitude towards endorsements and purchase intention, but the impacts were inconsistent in influcencing the attitude towards brands.
INTRODUCTION
Social media as one of the marketing tools is developing rapidly nowadays. Marketing through social media is a two-way communication between producers and consumers. The focus of marketing through this digital channel is to be able to connect with consumers, develop businesses, and create strong brands in the market. There are several social media that are used by marketing agents today, including Facebook, Instagram, Twitter, online blogs, and others. One of the most widely used social media platforms is Instagram (Raice and Spencer, 2012) . Besides being used for social purposes, Instagram also has features for business people to start pioneering or developing a business.
One of advertising campaign which is very popular in Instagram nowadays is celebrity endorsement. A celebrity endorser is defined as "any individual who enjoys public recognition and who uses this recognition when they appear in the advertisement in front of the comsumers" and who often have distinctive attributes such as expertise, physical attractiveness and trustworthiness (Silvera and Austad, 2004) . Celebrity endoserment is considered an effective promotional tool by marketers because it influences perception of product quality and uniqueness (Dean, 2001) , advertising effectiveness, brand recognition, brand recall, purchase intentions (Chavda, 2010) and even purchase behavior compared to those campaign without celebrities involved (Mathur and Rangan, 1997; Goldsmith et al. 2000) . On the other hand, the concerns of celebrity endorsement include celebrities who are more prominent than brands that are trying to be promoted or known as "overshadowing the brand" and whose image changes due to excessive exposure to celebrities who experience up and down popularity; threrefore, these have an impact on endorsement, and the costs incurred by the company are considerably expensive. The company is fully aware of the concerns described earlier, but it also realizes that celebrity endorsement is one of the effective promotional tools if done properly.
Multiple celebrity is defined as the use of two or more celebrities in an advertising campaign. Multiple celebrity endorsement occurs when several celebrities promote the same brand (Hsu and McDonald, 2002) , either in one ad or in a series of different advertisements (Nam-Hyun, 2008) . A large number of studies found that multiple celebrity endorsement can be advantageous for appealing to wider segments at the same time because it allows these celebrities to convey information to a different group of audiences, to reduce the boredom seeing the same celebrity from time to time, to boost ad and brand image, so that the purchase intention of consumer can be increased (Erdogan, 1999; Saleem, 2007) .
This research was carried out to find out any differences on consumer's perception on credibility of celebrity and consumer's attitudes in two different formats of endorsements, i.e. single and multiple celebrity endorsements. Moreover, it also explored the impacts of celebrity credibility (CE) on attitude towards endorsement (AAD), brands (AB) and purchase intentions (PI) in single and multiple celebrity endorsement cases. This study was limited to the case of single celebrity endorsement and multiple celebrity endorsement on Instagram social media by choosing cosmetic brands, namely, Wardah as an experimental design.
METHODS
The data used in this study are primary and secondary data. Primary data was obtained directly from respondents through face-to-face quantitative interviews among 79 respondents, and was supported by secondary data collected from the literature studies of several theses, journal publications, dissertations, and research reports from several institutions.
Sampling was carried out by non-probability sampling, i.e. purposive sampling. In this study, the criteria for respondents interviewed included women, aged 18-34 years, owning smartphones, actively using Instagram social media, and following celebrity Instagram accounts.
Proportion test was used to know whether there were differences in perceptions and attitudes of consumers after evaluating 2 format endorsements. Structural Equation Modeling (SEM) is a method of data analysis used to show simultaneous relations between latent variables that cannot be observed with observation variables or also called indicators that represent the characteristics of latent variables (Indrayana et al. 2016) . One of the estimation methods used in SEM is Unweighted Least Squares (ULS), and the nature of the estimator in the ULS method is consistent and does not require distribution assumptions from the observation variables. H1 : There are differences in perceptions of celebrity credibility, consumer attitudes and purchase intention between single celebrity endorsement and multiple celebrity endorsement (p1 ≠ p2).
Hyphotesis 2
H0 : Celebrity credibility has a direct/indirect influence on consumer attitudes towards endorsement (both in the case of single celebrity endorsement and multiple celebrity endorsement). H2 : Celebrity credibility does not have a direct/ indirect influence on consumer attitudes towards endorsement (both in the case of single celebrity endorsement and multiple celebrity endorsement).
Hyphotesis 3
H0 : Celebrity credibility has a direct/indirect influence on consumer attitudes towards brands (both in the case of single celebrity endorsement and multiple celebrity endorsement). H3 : Celebrity credibility does not have a direct/ indirect influence on consumer attitudes towards the brand (both in the case of single celebrity endorsement and multiple celebrity endorsement).
Related to the objectives to be achieved, the effectiveness of endorsement involving one celebrity or more than one celebrity was measured by consumer perceptions regarding the credibility of celebrities. Celebrity credibility itself is a variable formed from three dimensions including trust, expertise, and attractiveness. These three dimensions were latent variables that were measured through several indicators. The effectiveness of endorsement is not only assessed from consumer perceptions of celebrity credibility but also from its relationship with the attitudes of consumers and interest for buying products. The research framework can be seen in Figure 1 with the explanation of variables and indicators shown in Table 1 .
Hyphotesis
Based on all the research objectives described, the hypotheses of this study included any differences in perceptions and attitudes of consumers towards endorsement with the format of single celebrity endorsement and multiple celebrity endorsement.
Hyphotesis 1
H0 : There is no difference in perceptions of celebrity credibility, consumer attitudes and purchase intention between single celebrity endorsement and multiple celebrity endorsement (p1 = p2). AAD3 The ad was very creative Jatto (2014) AAD4 The ad was very interesting AAD5 The ad could be trusted AAD8 The ad was unique/different AAD9 The ad described quality products Attitudes toward brand (AB)
AB3
Wardah wasn't a brand that disappoint users Wu and Wang (2011) AB4
Wardah was a brand that can be relied upon by users AB5
Wardah was a brand that can satisfy users AB6
Wardah was a brand that can clean the user's facial skin AB9
Wardah was a brand that can nourish the user's skin Purchase Intention (PI)
PI1
After viewing the ad, I will look for more information/details about the product
Schiffman and Kanuk (2010) PI2
After seeing the ad, I am interested in buying the product Hyphotesis 4 H0 : Celebrity credibility has a direct/indirect influence on the purchase intention (both in the case of single celebrity endorsement and multiple celebrity endorsement). H4 : Celebrity credibility does not have a direct/ indirect influence on the purchase intention (both in the case of single celebrity endorsement and multiple celebrity endorsement).
RESULTS
The number of samples in this study were 79 respondents who evaluated Wardah's endorsement. The respondents were female aged 18-34 who had an Instagram account. Based on occupations, they were mostly housewives (38.0%) and employees (38.0%), followed by students (19.0%) and entrepreneurs (5.0%).
Proportion Test Results
By referring to the indicators of credibility of celebrities from Ohanian (1990) , Table 3 concluded there were no significant differences on how consumers perceived credibility of Dewi Sandra and Raline Shah when both celebrites were displayed in single or multiple celebrity endorsement format. Consumers perceived the credibility of Dewi Sandra and Raline Shah as the same as displaying their figures individually or in pairs in one endorsement. This result is in line with the research conducted by Pughazhendi and Ravindran (2012) which stated that there were no significant differences in consumer attitudes both for advertisements featuring only one celebrity and some celebrities when evaluating products that belong to the high involvement category such as cosmetics.
The only indicator of attitude towards brands that showed significant differences in both endorsement formats was an indicator that stated "Wardah is not a brand that disappoints its users" when displaying both celebrities in the same Wardah endorsement. This finding revealed that differences in the number of celebrities featured in an advertisement could provide different reactions related to consumer attitudes toward advertising and brands, according to the theory and previous research by Sheth and Solanki (2015) . In the context of purchase intention, the way of displaying celebrity in single and multiple celebrity formats did not show any any significant differences, and this result supported previous studies conducted by Pughazhendi and Ravindran (2012) . The presence of Dewi Sandra alone in Wardah endorsement generated more positive intention to find more details of product than the case of herself displayed along with Raline Shah. When Raline Shah was displayed together with Dewi Sandra, purchasing interest of consumers was declining.
In Wardah endorsement, it was confirmed that there were no significant differences on the perceptions and attitudes of consumers when evaluating single and multiple celebrity endorsements. It can be concluded H0 was accepted. In the Table 2 -5 showed negative scores indicating that consumers perceived and reacted more favourable when the endorsement showed multiple celebrities.
Structural Equation Modeling
Table 6 showed all the models for Wardah endorsements were fitted because they met all the overall goodness of fit criteria of the model. The measurement model explained the relationship between indicators and their latent variables. An indicator is said to be significant when it has a standardized loading factor (SLF) value of ≥ 0.50 and t-value of ≥ 1.96 (Hartono, 2008 (Fornell and Larcker, 1981) . By paying attention to Figure 2 , it can be concluded that all indicators in the model had a significant contribution in the formation of latent variables, and all indicators were reliable or consistent in forming latent variables. In Figure 3 regarding Wardah's endorsement model by the Raline Shah, all indicators were significant in measuring the latent variables, and it could be concluded that indicators were reliable in reflecting latent variables. In Wardah's endorsement featuring Dewi Sandra and Raline Shah simultaneously (Figure 4 ), all indicators contained in the model were able to reflect their latent variables well. There was a value of VE ≤ 0.50, and because the CR value was still greater than 0.70, it concluded that all indicators for latent variable attitudes toward endorsement were reliable (Fornell and Larcker, 1981) .
In the endorsement by Dewi Sandra, attractiveness (CE7-CE9) was the main criterion considered important in describing her as having a credible endorser, and the trustworthiness (CE4-CE6) criterion became the second most important point in describing Dewi Sandra as a credible endorser while the expertise of Dewi Sandra gave the smallest contribution in forming the credibility of an endorser. When both celebrities were displayed together, they could bring out a better perception of their expertise in promoting the Wardah brand. The details were shown in Table 7 .
In Table 8 , the existence of celebrities in each format provided different reactions in attitude towards the endorsement. In the single celebrity endorsement of Dewi Sandra and Raline Shah, it can be concluded that all indicators contributed with almost the same amount in reflecting consumer attitudes towards endorsement whereas in the multiple celebrity endorsement model, the contribution of AAD5 was believed to be the largest point in the process of forming latent attitude variables towards endorsement.
In Table 9 , Dewi Sandra gave the biggest contribution on creating positive attitudes towards brands through the indicator that stated "Wardah is not a brand that disappoints users (AB3)" with a loading factor of 0.84 while in the endorsement that showed Raline herself, the biggest contribution to the formation of attitudes towards the brand was indicator that stated "Wardah is a brand that could be relied on by its users (AB4)" with a loading factor of 0.97. In multiple celebrity format, both celebrities managed to bring up positive impression of the functional benefits of Wardah products that can nourish the skin of its users 0.80* 0.73* 0.63* The ad described quality products (AAD9) 0.61* 0.72* 0.63* *) t value significant at α = 5% Looking at the loading factors of both indicators of purchase intention (Table 10) , it showed that the two indicators were equally good at explaining the latent variables of purchase intention in single and multiple celebrity endorsement formats. In Wardah's endorsement starring Dewi Sandra, the consumers still needed efforts to find more detailed information about the product before finally deciding whether to buy it or not.
While celebrity credibility was seen to have a direct effect on consumer attitudes towards the Wardah brand, the relationship was only shown in the endorsement that displayed Raline Shah individually (Table 11) . Consumers who perceived Raline Shah as a credible endorser for Wardah showed a direct influence on positive attitudes towards the brand, i.e. Wardah. The direct influence between these two latent variables was in line with previous studies conducted by Mitchell and Olson (1981) and Atkin and Block (1983) .
When the relationship between these two latent variabels were further analyzed, it was found that there was an indirect influence between the credibility attitude and brand through mediation of attitude towards the advertisement. In Table 11 , the credibility of Dewi Sandra provided indirect impact on attitude towards the brand by mediating consumer attitude towards endorsement. According to Gooldsmith et al. (2000) , endorser credibility had an indirect relationship between attitude and advertisement (AAD). When consumers feel interested in an advertisement, they will form a positive attitude towards the brand displayed in the advertisement while in multiple celebrity endorsement of Wardah products, the credibility of these two celebrities did not directly and indirectly influence consumers' positive attitudes towards the brand, and this might have happened because one of the celebrities appointed as Wardah's endorsers also promoted many other brands or products. According to Lutz et al. (2012) in their research, how endorsement of a brand carried out by several celebrities was influenced by the number and other types of endorsement carried out by the celebrity. The summary of hypothesis results can be seen in Table 12 . 
Managerial Implications
Regarding the managerial implications, the results of the study provide insights and inputs for the media industry in designing promotional strategies to increase the positive attitude of consumers and their interest in buying. Companies may be able to consider choosing the best endorsement format for their brand, i.e. either single celebrity endorsement or multiple celebrity endorsement. Each format has advantages and risks which should be aware of. It is also very important for manufacturers to select credible celebrities in promoting their brands and products, and they can use the 3 credibility criteria observed in this study: trustworthiness, expertise, and physical attractiveness.
CONCLUSIONS AND RECOMMENDATIONS

Conclusions
There are no significant differences in consumer perceptions regarding celebrity credibility, attitudes towards endorsement, attitudes toward brands, and purchase intention when consumers evaluated Wardah endorsement in the formats of single celebrity endorsement and multiple celebrity endorsement. Celebrities who are considered credible by consumers could bring a positive attitude towards Wardah endorsement in both endorsement formats. The direct influence of the credibility of selected celebrities on the emergence of purchase interest are reflected in all endorsement formats.
Recommendations
The recommendations that can be given to the company is to make sure that the celebrities endorser are attractive, have good images and sufficient knowledge on the brand that is being promoted. Also, the company should ensure compatibility between celebrities and brands, and remember to monitor the images and behavior of celebrities in the public to minimize the potential impacts of negative publicity. The suggestions that can be given for further research include involving more respondents so that the results obtained are not indicative by taking examples of observations originating from different product categories such as low product involvement and high product involvement. This research was conducted from the point of view of consumers; therefore, it is interesting to carry out further research from the perspective of a company as well as of a celebrity. Celebrities are not the only ones who can be chosen as endorsers of a brand since many producers use services from endorsers outside celebrities such as athletes, celebrities, and animated figures created by a company that might provide different results from research on celebrity endorsement.
